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CARTIER 


I. LAUNCH DATES/MARKETS 


- September 1989 in Los Angeles (5.2% U.S.) 

- April 1990 in New York (6.6% U.S.) 

- September 1990 in nine other metro markets (19.9% U.S.) 

- Chicago 

- San Francisco 

- Boston 

- Baltimore/Washington D.C. 

- Dallas 

- Houston 

- Atlanta 

- Miami/Ft. Lauderdale 

- Denver 

- Total universe 31.7% of U.S. 

- Considering additional secondary markets for September 
1990 INTRODUCTION (+5.1% U.S.) 
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CARTIER 


II. ADVERTISING 
CREATIVE 

Advertising Objective 

0 To SUCCESSFULLY INTRODUCE NEW PRODUCT AND ESTABLISH LEADERSHIP 

for Cartier in a new premium category. 

O TO GENERATE AWARENESS AND INTEREST AMONG SMOKERS. 


Key Benefit : Cartier gives you the ultimate taste in cigarettes. 


Target Audience : Primarily women 25-49, in major metropolitan 

areas. Status-seeking, worldly, affluent 
achievers/attitudinally affluent. 
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CARTIER 


RESEARCH 


Objective: To confirm that "Dream" campaign is consistent with consumer 

PERCEPTION OF CARTIER. 

o Qualitative Research 

- 48 upscale (HH income $150M+) Beverly Hills women, 1/3 smokers. 

- Comparison of "Dream" vs. current Cartier advertising. 

- Overall, "Dream" well-liked and consistent with Cartier image. 

- Cartier image is one of quality, sophistication, understated 
ELEGANCE, TIMELESSNESS, EUROPEAN STYLE. 

- "Dream" campaign elicited same descriptions 

- Black & white shot - timeless, romantic, elegant, etc. 

- Product shot - familiar Cartier simplicity 

- Majority of Cartier's current advertising is not consistent with 

THEIR IMAGE OF CARTIER 
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CARTIER 


MEDIA 

"National" magazines under 

Harper's Bazaar 
Elle 
Vogue 
Artnews 
Gourmet 

Arts & Antiques 
Metropolitan Home 
Travel & Leisure 

Creative Unit: 4- 


consideration are: 

Vanity Fair 
Town & Country 
Architectural Digest 
Bon Appetit 
European Travel & Life 
Conde Nast Traveler 
HG 

Lear's 
ge inserts 


Local magazines under consideration are: 

Angeles L.A. Style 

California L.A. Performing Arts Network 

Los Angeles 

Creative Unit: Spreads 
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CARTIER 


III. DISTRIBUTION 


o Limited/exclusive distribution to 400 L.A. outlets by 

YEAR-END. 

- Traditional tobacco outlets (200): Hotel, cigar, 

NEWSSTANDS, TOBACCONISTS. 

- Non-traditional outlets (200): Hotels, 

RESTAURANTS, CLUBS, BOUTIQUES, GOURMET FOOD 
STORES, THEATRES. 

o Status 

- Wave I list of "Magic 100" outlets finalized. 

- Effort in progress to determine key 
decision-makers in nontraditional outlets. 

- DM TO determine key outlets in satellite 
markets of Palm Springs and Santa Barbara. 
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CARTIER 


IV. TRADE SELL-IN 


Trade Announcement (July/August) 


Objective - To pique the trade's interest and create awareness of new 
Cartier product 

Target - Key decision-maker at top non-traditional outlets 


o Binder delivered by special messenger announcing new product from 
Cartier 

- Contains one ticket to "Phantom of the Opera" 

- Second ticket will be provided by sales representative 

- Impactful, memorable, intriguing 
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CARTIER 


Sales Presentation Kit (July/August) 


Presentation Box Containing: 

O 4 SAMPLE PACKS (10's/20'S, REGULAR AND MENTHOL) 

o Trade gift: Cartier sterling silver frame with LaRiviere 
B&W AD PHOTO 

o Sell-in portfolio 

- Background and product information 

- Advertising support 

- Merchandising programs 

Counter Displays 
Sampling 

Custom POS Pieces 
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CARTIER 


Trade Event (September 15) 


Private party for top 100 non-traditional accounts 

o Cocktails and entertainment at Cartier store 

o Dinner and entertainment at exclusive Beverly Hills 
site 


Bel-Air Hotel 
Michael Feinstein 




Source: https://www.industrydocuments.ucsf.edu/docs/zjdy0004 



CARTIER 


IV. DIRECT MAIL (October - December) 

25,000 upscale smokers, primarily women 

Sample 10 pack delivered with 

o Cover letter 

o Opinion survey 

o Distribution listing 

o Test direct product sell via mail 




Target: 

Program: 
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CARTIER 


V. ISSUES 

1. Sensitivity of Cartier given strong anti-smoking sentiment in 
U.S. MARKET. 

- Anti-smoking "zealots" as well as "guilty" smokers 

TEND TO BE UPSCALE WOMEN, OPINION-LEADERS 

2. Appropriate level of advertising and marketing support^^ ^ 

- Hostile environment 

- Aggressive volume objectives 
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